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The United States Postal Service hereby provides the response of witness 

Steven Monteith to the above-listed interrogatories.  Each interrogatory is stated 

verbatim and followed by the response.  The remaining interrogatory has been 

redirected to witness Curtis Whiteman.   

The Postal Service believes that NPPC has exceeded the limit on 

interrogatories set forth in Rule 3020.117(a), pursuant to federal case law adopted 

by the Commission.  Order No. 2080, Order Adopting Amended Rules of 

Procedure for Nature of Service Proceedings under 39 U.S.C. § 3661 (May 20, 

2014), at 44.  Nevertheless, the Postal Service has chosen to respond to these 

interrogatories in lieu of filing a motion to be excused from doing so on numerosity 

grounds.  The Postal Service’s choice to accommodate NPPC in this specific 

instance should not be construed as a waiver of the Postal Service’s right to seek 

excusal from any further interrogatories by NPPC on numerosity or other grounds, 

or from any arguably excessive interrogatories by any other party in any other 

instance. 
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NPPC/USPS-T4-1.  Please refer to page 15, lines 6 through 11, of your testimony, 
in which you suggest that Presort mailers might adjust to the proposed new service 
standards by “enhancements in mail preparation and options to enter mail further 
into the postal network.” Please describe what “options to enter mail further into 
the postal network” you contemplate, including in particular whether the Postal 
Service will offer Presort mailers the option of discounts for destination entry when 
the new service standards are implemented. 
 
 
RESPONSE:   

Mailers have a variety of options to enter mail further into the postal 

network.  Our larger-volume mailers can drop ship as close as possible to the 

mail’s destination by switching printer locations.  Sometimes larger-volume 

mailers chose to transport their mail closer to its destination.  Our smaller-volume 

mailers often work with mail service providers.  These providers often consolidate 

multiple mailers’ volumes into 5-Digit trays in order to receive the First-Class 

Letters 5-Digit Automation discount.  They also consolidate volumes to less 

refined levels of presort than 5-Digit Automation for other workshare discounts.   

Currently, we have no plans to offer a drop ship discount. 
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NPPC/USPS-T4-2.  Please refer to page 23, lines 21 through 23, of your 
testimony, Describe all outreach efforts that the Postal Service has made or will 
make to mailers of remittance mail regarding the proposed reduction in service 
standards at issue in this proceeding. 
 
 
RESPONSE:   

The Postal Service’s past and ongoing outreach efforts to remittance 

mailers regarding the service standard proposal has been provided in witness 

Monteith’s response to POIR No. 1, Question 31, (filed on May 17, 2021).   

To expand upon that response, the Postal Service recently established 

Remittance Mail Mailers Technical Advisory Committee (“MTAC”) User Group.  

The purpose of this user group is to serve as an ongoing forum for the Postal 

Service and remittance mailers.  For example, the Remittance Mailer MTAC User 

Group will facilitate communications between the Postal Service and remittance 

mailers and will address and work to resolve issues pertaining to remittance mail.  

The participants include remittance mailers, related industry suppliers, and Postal 

Service managers.  The Remittance Mailer MTAC User Group will remain in 

effect for as long as remittance mailers continue to benefit from it.   
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NPPC/USPS-T4-3.  What steps does the Postal Service contemplate to slow or 
reverse the decline in First-Class Mail volume projected in the Strategic Plan?  In 
your answer, please provide any estimates of volume retention or growth the 
Postal Service has identified and any related benchmarks or measures of success 
that the Postal Service has identified.  
 
 
RESPONSE:  

INTRODUCTION: 

Our 10 Year Plan, ‘Delivering for America,’ builds upon our existing 

commitment to grow and retain First-Class Mail revenue by strengthening the 

value of mail.  The real value of mail is the connection it creates.  The Postal 

Service has been reinforcing this connection through its strategic initiatives and 

partnerships.  Our strategic initiatives include mail promotions and incentives, 

integration of digital technologies, and increase awareness of the value of mail.  

The Postal Service has also formed partnerships with industry associations to 

help drive the value of mail for businesses and individuals.   
 

STRATEGIC INITIATIVES: 
 

Promotions and Incentives: 

The Postal Service’s Promotions program seeks to retain and grow mail 

volume, encourage mailers to integrate new technology into their mail pieces, 

and promote the value of mail.  The two promotions specific to First-Class Mail 

helps the Postal Service achieve these goals:  

• Personalized Color Transpromo Promotion is designed to incent the use 

of color and additional content in bills and statements to transform those 

transactional documents from a cost center into a profit center by fostering 

a better connection and response from customers.  
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Direct Mail campaigns to digital marketing strategies, which allows organizations 

to gain access to multi-touch points to relevant audiences.  Informed Delivery 

also provides organizations with aggregate pre- and post-marketing campaign 

data, which offer insights into campaign reach and results.  The campaign data 

includes the number of users and the percentage of users who elect to receive 

Informed Delivery emails and the number and percentage of click-throughs—

when a user interacts with digital content. 

Increase Awareness 

The Postal Service is promoting these new tools and the value of mail by 

providing learning modules and content on usps.com.  The learning modules and 

content communicates to marketers, businesses, and individuals the value and 

effectiveness of mail and highlights how mail fits in an omni-channel campaign, 

the integration of physical and digital, best practices, and facts on the power of 

mail.  This content includes USPS Mail Journey, which is an interactive website 

that aims to help employees, customers, and others understand how mail bridges 

digital and physical communications.  The site consists of several lessons that 

provides a fresh focus on the role of mail in the competitive media 

landscape.  USPS Mail Journey has been an invaluable source of information 

that engages and sparks interest in mail.   

The Postal Service also has a suite of tools, resources, compelling case 

studies, and tutorials located online at USPSDelivers.com, which provides 

marketers, businesses, and individuals with information regarding the value and 

effectiveness of mail.  The Direct Mail Basics segment includes several articles 

and white papers to inspire greater use of First-Class Mail.  For example, one 

article entitled “4 Ways to Grow Your Business with Metered Mail” provides small 

businesses with helpful information relating to how sending metered mail can 
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help small businesses save and grow.1  It explains how a postage meter can 

make sending mail quicker and less expensively, and how businesses can boost 

their brands by using their meters to add customized messages to envelopes.     

Partnerships with Industry Associations: 

To mitigate the decline of First-Class Mail, the Postal Service continues to 

grow and develop partnerships with industry associations.  Through these 

partnerships, the Postal Service works to promote the value of First-Class Mail.  

For example, Postal Service leadership regularly presents to industry 

associations, such as National Postal Policy Council, all the ways that the Postal 

Service is stemming the decline of First-Class Mail revenue.  See Attachment 1, 

Steve Monteith, “National Postal Policy Council” presentation (Dec. 8, 2020).  

Another example is when the Postal Service partnered with the Greeting 

Card Association to survey consumers on how they stay connected during the 

COVID-19 pandemic.2  The COVID Mail Attitudes survey found that the majority, 

or 65 percent of respondents, said that receiving “cards and letters from family 

and friends lifts my spirits during this time” while 62 percent said that “receiving a 

card or letter in the mail makes me feel more connected during social distancing.”  

Another 60 percent said it means more to me to receive a card or letter in the 

mail than an email, while 55 percent said they feel less isolated when receiving a 

card or letter in the mail.   

At all levels of the organization, the Postal Service partners with industry 

to promote the value of mail.  Our dedicated Sales Force alongside our Business 

Development Teams, Small Business Partners, Postmasters, District Managers 

 
1 The article can be found at:  https://www.uspsdelivers.com/4-ways-to-grow-your-business-with-
metered-mail/  
2 Additional information about the survey can be found here: https://postalpro.usps.com/market-
research/covid-mail-attitudes.  I referenced this survey in my testimony on pages 5, 11. 
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of Marketing, Business Mail Acceptance, and Customer Service, partner with 144 

Postal Customer Councils, representing various segments of the industry, across 

the country to share the latest innovation and trends in the mailing industry to 

promote the value of mail.  As a result of this strong partnership, the Postal 

Customer Council program has become an invaluable resource for business 

mailers, large and small.  Local Postal Customer Councils serve as an open 

channel for USPS-to-business communication, providing information and best 

practices for achieving cost-effective and profitable mailing, education, and 

training, as well as solving local challenges.   

Conclusion 

In sum, the Postal Service remains committed to retaining and growing 

First-Class mail volume.  This commitment is embodied at every level of the 

organization through our investment in our strategic initiatives and operations to 

provide reliable mail delivery service to drive value for the sender and receiver of 

mail.   

  










































